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A BST R A C T 
 
Advertisements affect our daily lives and as technology and the practice of marketing has 
developed over the course of history, we have become exposed to greater amounts of product 
and service campaigns. The purpose of advertisements is to educate the consumer with the goal 
of ultimately selling the product, and many companies and organizations would not be able to 
survive without the use of advertisements. Ultimately, it is a necessity for a business to prosper 
in a competitive market, but there are possible side-effects for the consumer that are beyond the 
intentions to buy.  
 The purpose of this thesis is to explore the effects advertisements play on the college 
student in particular. Different static/multi media advertisements have been shown to various 
college students ranging in gender and background to discover the comprehensive ramifications 
of specific promotions to study the moral and ethical impact that advertisements play on 
students? moral intent. An analysis and conclusion will be given, along with ideas for possible 
future studies. Recommendations will also be stated for marketers to be morally responsible for 
the advertisements they portray so the audience is not effected in a way that can lead to 
unwanted consequences.  
 Ultimately, the results did not support the original hypotheses, leading to thought-
provoking questions concerning our current marketing practices and the effectiveness of static 
and multimedia advertisements on college students. Future studies need to take place to reveal 
t????????????????????????????????????????????????????????????????????????????? ?????????
advertisements influencing the audience at hand?? 
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C H APT E R O N E : IN T R O DU C T I O N 
Advertisements are part of our social environment in the 21st century, and can be seen 
throughout any industrialized country. The average American is exposed to as many as 5,000 
advertisements a day, stated by Jay Walker-Smith, and nearly 10,000,000 in their lifetime 
(Anderson & Palma, 2010). Ranging from print advertisements to commercials, consumers are 
bombarded with companies compelling them to purchase a product or service, and if the process 
of marketing and advertisements is not used in an ethical manner, disastrous results can occur 
within a s???????????????????????????????????????????????????????????????????????????????????
attitude and behaviors; as such, the advertisements that are part of this environment can alter and 
potentially damage the audience to which they are being exposed (Gulas, 2000). For instance, 
certain advertisements can be seen as encouraging selfish, materialistic, and wicked desires 
(Pollay, 1986). Some have even argued that advertisements compete with prominent spiritual 
teachings of love, kindness, and goodness (Pollay, 1986). 
 Not all marketing advertisements are as damaging as others, but some can have long-term 
effects (Martin, 1993). It is important to note that negatively charged advertisements not only 
bring upon a change in the mental thinking of a subject, but also influence the actions of that 
subject (Capella, 2010). The objective of this research study is to examine the short-term effects 
???????????????????????????????????????????beyond that of purchasing desire. The focus of this 
research is to find how advertisements affect the moral, ethical, and spiritual attitudes of its 
viewers. Hence, the current study attempts to answer the following research questions: 1) Do 
some advertisements increase the likelihood of a college student committing an illegal act? 2) Do 
!%!
popular and familiar advertisements lead college students away from what the majority of 
society would consider to be morally and ethically esteemed lives? 3) Do the effects of many 
modern marketing messages damage the spiritual purity of the viewer? 4) Do some 
????????????????????????????????????????????????????????????????????????????????????????? 
 
  
!&!
C H APT E R T W O: L I T E R A T UR E R E V I E W 
Research has identified that there are side effects of marketing and advertisements on 
viewers (Martin, 1993). The extant literature reviewed on this subject matter suggests that, in 
addition to the intended purchase behavior, there may exist some damaging side effects on a 
??????????????????? ???????????????????????????????????????????? ???????????????????????????
selling a product or service, research is needed to examine the precise results of certain exposure 
????????????????????????????????????????????? ??????????????????????????????????????????????????r 
for other marketers to follow and can lead to an increase in the amount of unethical and immoral 
behavior of consumers (Capella, 2010).  
The history of modern day marketing finds its roots in the country that has distinguished 
itself most in the media - namely, the United States - and it is safe to assume that many countries 
of the world have been influenced by its marketing practices (Chan, 2009). Existing research 
demonstrates a proven influence of American marketing practices in Europe as well as in rural 
parts of China (Chan, 2009). Findings show a positive correlation between television commercial 
exposure and materialistic values that modern day marketing methods have influenced. (Chan, 
???????????????????????????????????????????????????????????????????????????????????????????????
affluence than light television advertising ??????????????????????????????????????????????????????
contends that this form of increased exposure leads to a loss in the desire to love others, and 
focuses more on the self (Pollay, 1986). Even as children, consumers find themselves influenced 
by constant exposure to advertisements, to the point where their self-esteem and self-perception 
??????????????????????????????????????????????????????????????? ??????????????????????????????
!'!
due to the effects of unethical advertising practices (Pollay, 1986). In fact, some acts leading to 
violence or illegal activity have been linked to advertising messages (Capella, 2010).  
 Advertising messages have been deeply threaded into both American culture and the 
American education process. Americans learn from seeing on a daily basis, and as this occurs, 
some may argue that they repeat what they see and learn. If this is true, a vast amount of what 
they see are things that could possibly lead to unlawful and immoral acts. What more could one 
do but act in such a manner if they truly repeat what they see? As technology develops, people 
have sensed a shift in the manner in which the overall culture perceives, acts, and thinks (Pollay, 
1986). Humankind has become faster paced, and has learned to take in more information than 
previously used to. If the world were to take someone from the 15th century and bring him or her 
to the present day, it could be safe to assume they might be bombarded by information around 
them, and it would completely overwhelm them. Much of the population of the world has been 
????????????? could say, to take in more and more advertisements and comprehend a larger 
amount than previously done in history. 
The use of advertisements obviously influences the viewer. This can be seen since the 
beginning of advertisements, but the important note is to figure out how. As mentioned 
previously, humans are influenced by what they see, so the argument can be made that if one 
?????????????????????????????????????????????????????????????????????????????????????? ??????r 
TV show, but also by the commercials which are being aired in between the episode segments. 
Evidence can be shown concerning actions that could lead to something as extreme as violence, 
????????????????????????????????????????????????????????????????????veral hundred investigations 
spanning decades and states unequivocally that violent television programs beget generalized 
!(!
?????????????????????????????????????????????????????????????????????????????????????????????????
signs provide consumers with images, which could possibly lead to immoral acts.  
Sexualized advertisements and violent advertisements can be seen on TV and in theatres 
throughout the United States. ???????????????????????????????????????????????????? ????????
??????????????????????????????????ngs of studies that demonstrate an increase in sexualized 
women appeals from one-third in 1964 to one-half in 2003 (Reichert, LaTour, and Kim 2007). 
Numerous persons suggest that increased violence related with advertisements will continue to 
grow due to an increased acceptance of more and more edgy advertisements (Capella, 2010). 
????????????????????????????????????????????????????????????? ???????????????????????????????
?????????????????????????????????????????????????????????????????????????????????????? lead to, 
??????????????????????Capella, 2010, pg 57). A majority of educated American adults would 
argue that advertising is not a realistic picture of true life, even as certain action movies are not a 
realistic picture of true life, but many other demographics might be ignorant to this fact. Some 
researchers argue that this is incredibly true for young girls, and as they observe the 
advertisements concerning beauty, they begin to believe that they should look the way the 
models look.  As a result, they begin to lose respect for themselves because they do not look like 
the models, but like every day young ladies (Martin, 1997). One may also argue that individuals 
who live in other countries, but who have the opportunity to view American advertisements, may 
develop a distorted view of beauty as well.  
 Ultimately, advertisements provide potential buyers with information about a product or 
service that can eventually lead to the satisfaction of an important need for the consumer. The 
most basic function of the advertisement is to make an audience aware of and interested in a 
!)!
particular product; however, some have argued that advertising professionals may have lost sight 
???????????????????????????????he possible distortion of the relative importance of various values 
may have far-???????????????????????????????????????pg 911). According to observations 
concerning modern day advertisements, many marketers are degrading the basic principles many 
families have learned in their spiritual teachings and are, in fact, dancing along the lines of sin 
(Pollay, 1986). The current research attempts to explore the moral and ethical roles of marketers 
and the adverse effects that marketing messages have on their audiences beyond purchase 
intentions. 
Research Hypothesis  
 
H1: ???????????????????????????????????????????????????????????????????????????????????????
significantly influenced by particular types of advertisements. 
 
H2:  The longer the duration a consumer is exposed to the advertisement, the greater the change 
his or her intentions will be. 
 
H3: Consumers will have a stronger reaction to a multimedia ad than a static ad. 
 
 H3a:  Those consumers who view the immoral multimedia (party/drinking ads) will have 
significantly different and more negative intentions than those consumers who view the 
immoral static (party/drinking ads). 
 
 H3b:  Those consumers who view the moral multimedia (religious ads) will have a 
significant difference in intentions than those who view the moral static (religious ads.) 
 
H4:  There will be a significant difference in intentions once the advertisements are viewed 
across genders. 
 
 H4a: Women who view the moral ads (religious ads) will be more likely than their male 
counterparts to desire morally right intentions. 
 
 H4b:  Males who view the immoral ad (party/drinking ads) will be more likely than their 
female counterparts to desire immorally wrong intentions. 
!*!
C H APT E R T H R E E : M E T H O D O L O G Y 
Participants !
The research sample for the present study consists of undergraduate students enrolled in 
several marketing courses at a major southeastern university.  Data were collected from 168 
participants.  The average age of participants was 23.02 years; 45.8 percent were women and 
54.2 percent were men.  Participants were provided extra credit in their respective courses for 
participation in the study. 
Research Design 
 
Respondents were asked to participate in a study about public service advertisements.  
They were then provided the survey instrument. The survey instrument then provided either a 
static advertisement or a link to a video of one of the six types of advertisements utilized in the 
study which assessed likelihood to behave in a positive manner after viewing specific 
advertisements. 
The basic model of this research design is illustrated below. 
F igure 1: Survey Model 
!+!
Measures 
 
The likelihood to perform positive behaviors after viewing static or multimedia advertisement 
????????????????????????????????????????????????????????????????????????????????????????????????
initial use of this scale was .55.  The initial scale is included in the survey in the appendix of this 
study. 
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C H A TPE R F O UR: R ESU L TS 
Analyses of Variances 
 
A two-way between-groups analyses of variance was conducted to explore the impact of 
gender and subject of advertising on the probability of consumers acting in the desired manner in 
reaction to a specific advertisement.  Subjects were divided into three groups according to the 
advertisement they viewed (a party advertisement, a religious advertisement, and a consumer 
product advertisement).  The interaction between gender and advertisement subject was not 
statistically significant, F(2,161) = 1.72, p= .18.  There was also not a statistically significant 
main effect for gender (F(1,161) = 2.15, p= .14) or advertising subject (F(2,161) = .30, p= .74).  
As such, H1 was not supported and advertising subject matter does not appear to influence 
??????????? ???????????????? Also, H4 (H4a and H4b) did not find support.  There were no 
significant differences between males and females. 
A two-way between-groups analyses of variance was conducted to explore the impact of 
subject of advertisement and type of advertising on probability of consumers acting in the 
desired manner in reaction to a specific advertisement.  Subjects were divided into two groups 
according to the type of advertisement they viewed (a static print advertisement or a multimedia 
advertisement).  Subjects that viewed advertisements were separated into three groups according 
to the advertisement subject they were assigned (either a party advertisement, a religious 
advertisement, or a consumer product advertisement).  The interaction between advertisement 
subject and advertisement type was not statistically significant, F(2,161) = 1.84, p= .16.  There 
was also not a statistically significant main effect for advertisement subject (F(2,161) = .57, 
p= .57) or advertising type (F(1,161) = 3.74, p= .06).  As such H3 (H3a and H3b) was not 
!$-!
?????????????????????????????????? ?????????????????????????????????????????????? ???? 
intentions. Also, H2 does not find support.  Consumers experienced a longer duration with the 
multimedia advertisements; however, there were no significant differences in intentions across 
the two types of advertisements. Tables 1 and 2 in the appendix present the results from the 
ANOVAs. 
 
 
 
 
 
 
 
  
!$$!
C H APT E R F I V E : DISC USSI O N 
Conclusions 
 
 The results of the study were unanticipated after reviewing past studies by other 
researchers in this area. Each of the four hypotheses were ultimately not supported with the scale 
being used, even with the radical difference in advertisement matter and type.  According to the 
study, consumers? intentions were not influenced by the advertisements given in the environment 
they were presented, and the particular ad (either party or religious) had no effect on what they 
planned to do in the immediate future. This included the likelihood of studying, attending a 
church/religious facility, or drinking alcohol. It was assumed that an advertisement that promoted 
the consummation of alcohol would have an immediate influence on the viewer overall, but 
according to the study, it had no effect. Even the reminder of a Christian Ministry ad, played 
little effect on their intentions on attending a church in the coming week. It seemed the 
participants were ultimately transfixed in their future intentions and the substance of these 
advertisements did not have the perceived influence previously hypothesized. The duration of the 
advertisement (static or multimedia) seemed to have no effect on the participant. One would 
assume that a longer commercial would have more influence on a viewer, but according to this 
study, the assumption was not supported. Even the difference in male and female seemed to have 
little weight in the matter of influence. According to the study, H4 was not supported and 
therefore, men and women do not differ in the impact these types of advertisements play on their 
future intent.  
  
!$%!
Implications for Marketing Managers 
 
 The results of the study should motivate a marketer in the direction of novel ventures 
with the goal of reaching the college audience and away from traditional means of 
advertisements. Previously, one would assume that advertisements, either a billboard or a 30-
second commercial, would suffice in influencing the viewer, but according to the research 
conducted, these methods seem to have little or no effect on the educated adult.  In a day filled 
with thousands of advertisements, the viewer seems to be unreceptive and uninfluenced to the 
approach traditional marketing plays on their psyche. The overall environment could very well 
be so saturated with advertisements that they truly have a diminutive effect on the viewer. This is 
good news concerning the negative moral implications a traditional advertisement could play on 
a college student, but is vexing for the marketer and the business or organization administrating 
the advertisement. If the results of the study are true, marketers need to take proper actions and 
innovate their approach, away from traditional means. Personalized strategies of promotion 
could lead to greater influence and allow the viewer to be more attracted and, ultimately, more 
likely influenced to purchase a certain product. Even moving away from static and multimedia 
ads, and directly target the audience in person on the college campus, could be innovative 
enough to draw in the attention desired. 
 The study is stirring because it seems that the field of marketing is entering into a new 
era of challenges. Traditional means are becoming unsuccessful and the audience is changing, 
but it is important to note, this study should not outweigh past studies on the effects 
?????????????????????????????????? ?????????????cal being without being first replicated with 
different segments of the market and other demographics. 
!$&!
Recommendations for Further Research 
 An inspection of the scale used in this study should be conducted and modifications 
should be implemented if found necessary. The model of the study has room for change and 
revision, but the base foundation should remain the same. The simplicity of having six separate 
groups of static and multimedia advertisements, with two opposite extreme types of 
advertisements and a neutral ad, is straightforward and uncomplicated. A researcher could study 
the effects of organic food advertisements (such as Wholefoods) compared to fast food 
advertisements (such as Checkers) and measure the effects these advertisements play on a certain 
??????????????moral intentions outside purchasing behavior.  
 Recreating the same scenario with a religious ad and a party ad could be conducted to test 
the results that were found in this study. If the results are similar for the college demographic, 
then future research could be done to find ads that could actually influence the college student. 
Other demographics should be analyzed as well, possibly even in conducting the same model in 
a foreign country or a rural area in the United States, to test the amount of influence these 
advertisements play on different groups of people.  
 Further research should evolve with the times to continuously check the implications of 
current marketing advertisements, making sure that they align with ethical and moral principles. 
When an advertisement is tested and proves to lead to immoral acts, such as an increased 
likelihood in underage drinking, proper steps (even legal steps) should take place to protect the 
audience from such consequences.  
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APPE NDI X A : INST I T U T I O N A L R E V I E W B O A RD APPR O V A L 
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APPE NDI X B: R ESE A R C H R ESU L TS T A B L ES 
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Table 1 
 
Two-Way Analysis of Variance (D V = L ikelihood the consumer will engage in a 
positive manner) 
Source  S.S. df F-value 
Advertisement Subject (AS)  .18 2 .30 
Gender (G)  .65 1 2.15 
AS x G  1.03 2 1.72 
Error  48.39 161  
     
Corrected Model: R2 = .04; F  = 1.35; p = .25     
     
 
Table 2 
 
Two-Way Analysis of Variance (D V = L ikelihood the consumer will engage in a 
positive manner) 
Source  S.S. df F-value 
Advertisement Type (AT)  1.10 1 3.74 
Advertisement Subject (AS)  .34 2 .57 
AT x AS  1.09 2 1.84 
Error  47.84 161  
     
Corrected Model: R2 = .05; F  = 1.73; p = .13     
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APPE NDI X C : PRIN T SUR V E Y A DS 
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APPE NDI X D: M U L T I M E DI A SUR V E Y A DS 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
!%&!
H T TP Hyperlinks to Multimedia Advertisements 
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APPE NDI X E : A D M INIST E R E D SUR V E YS 
!%(!
Survey 1 
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
!%)!
 
Please view the following ad: 
 
 
 
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
??????????????????????????????'
??????? ???'
34%5,'657.89:&%&'
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Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
!%+!
 
 
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!!!!!!!!!! !
!%,!
Survey 2 
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
!&-!
Please view the following ad: 
 
 
 
 
 
 
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
 
 
 
 
 
??????????????? ????????'
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Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
!&%!
 
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!!!!!!!!!!!!!!!!!!
!&&!
!
Survey 3  
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
!&'!
 
 
Please view the following ad: 
!!!
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
!&(!
________________________________________________________________________ 
Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
!&)!
 
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!!!!!!!!!!!!!!!!!!
!&*!
!
Survey 4 
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
Please view the following ad: !""#$%%&&&'()*"*+,'-).%&/"-!012345678*96:;<<< 
 
 
 
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
 
!&+!
 
 
Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
!&,!
 
 
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!!!!!!!!!!!!!!!!!
!'-!
!!
Survey 5 
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
Please view the following ad: !""#$%%&&&'()*"*+,'-).%&/"-!0124;6R5"7!STI<<< 
 
 
 
 
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
!'$!
 
 
 
Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
!'%!
 
 
 
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!
 
 
 
 
 
 
 
 
 
 
 
 
 
!'&!
 
 
 
Survey 6 
 
IN T R O DU C T I O N: Thank you choosing to participate in this study. In this study, you have the 
opportunity to share your opinion about specific advertisements. You do not have to answer 
every question or complete every task. You will not lose any benefits if you skip questions or 
tasks.  Thank you again for sharing your thoughts. 
 
 
Pre-Ad Questions 
 
1. What is your Gender? (please circle)      Male         Female   
 
2. What is your Age?               _______________years 
 
3. What is your religion /faith? ____________________________  
 
4. What is your country of origin (where were you born)?__________________ 
 
5. What is your primary language? ____________________________ 
 
 
 
 
 
 
 
 
Please view the following ad: !""#$%%&&&'()*"*+,'-).%&/"-!012+"G+VBW8XJV !
 
Describe the ad and thoughts that come to your mind when viewing it.  You do not have to use 
complete sentences.  Phrases and words are fine: 
 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
 
________________________________________________________________________ 
!''!
Post-Ad Questions 
 
1. What are some of your favorite hobbies (list two hobbies/activities): 
___________________ 
 
2. Which of the following describes you:  ___Extravert     ___Introvert !
3. What is your favorite food?____________________________ 
 
4. How many hours of sleep did you get last night? ___________ !
 
 
5.  I intend to drink alcohol this Friday night 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
6. This weekend I intend to study  
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
7. This weekend I intend to visit/call my family 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
8. I will attend a bar/club this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
9. I intend to go to a church/religious facility this weekend 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
 
!'(!
10. I intend to pray later today 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
11. I am confident in the way I look 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
12. I feel I am a good person 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  
 
 
13. My life has meaning 
Strongly              Strongly  
Disagree    Agree 
1    2 3 4 5  !!!
 
 
 
 
 
 
 
 
 
 
 
 
 
 !
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